The paper examines the strategic integration and management of organizational communication, by synergizing external and internal stakeholders, so as to facilitate the achievement of corporate goals, amongst which corporate social responsibility (CSR) and sustainability issues should be included.
Introduction
Organizations are formed by people and communication is an essential factor for their existence, performance and sustainable endurance along the challenging times and demands to be faced in a competitive world of well-informed and increasingly sustainability-aware clients, employees, consumers and citizens in general.
The contribution that communication makes into organizational life, growth and success is unarguably indispensable in order to set rolling all the daily internal and external processes, networks and interactions typical of every organization. Thus, organizational communication, as an inseparable component of the very essence of any organization, should smoothly and strategically integrate all the communicative processes and their elements, aiming at synergy and harmony in seeking internal, corporate and external, marketoriented goals. Each communicative action should be inspired by and based on a clearly defined philosophy and strategically planned and integrated communication policy which takes into account the needs, demands, interests and expectations of all stakeholders, publics and society.
Communication in organizations, as well as in the whole society, has to face the challenges of new global concerns, such as the widely debated issue of sustainability. There may be some organizations who have already started to implement this integration and are successfully and responsibly aligning their communication policies.
any type of communication activity as it affects the managing of an organization, while J. W. Gibson and R. M. Hodgetts (1986) concentrated on the transfer of information and knowledge among organizational members for the purpose of achieving organizational efficiency and effectiveness. Several decades later, organizational communication research generated four paradigms, nowadays widely recognized by scholars. One of these is the well-known Systems Theory. Probably the most influential single theory to emerge from the systems approach was proposed back in the 1960s by Karl Weick. He begins his explanation with the observation that an organization's environment includes information as well as material resources. By the end of the 20th century, the complex growth of information environment has been always on the increase. Naturally, the organization and its members both shape, and are shaped by, the information environment in which they operate, as K. Weick would notice, borrowing this concept from the interpretive approach. All these factors introduce what he called "equivocality, " a central idea, because the goal of organizational communication is equivocality reduction. Though organization members have enacted an information environment, they each bring different interpretations of what that environment means. Therefore, part of the organizing process is to select the best interpretations and then to retain them as a guide for future enactments and selections. This collective process of enactment, selection, and retention is what K. Weick would call retrospective sensemaking.
Crossing the threshold towards the 21 st century, T. Davenport (1998) stated that information is data endowed with relevance and purpose, which of course suggests that data by itself has little relevance or purpose. Information moves around organizations through hard and soft networks. Unlike data, information has meaning. Not only does it potentially shape the receiver, it has a shape: it is organized to some purpose. We transform data into information by adding value in various ways. The more value we add, the more competitive, necessary and sustainable we become.
Several decades after W. C. Redding's the very first scholarly attempts to theorize on organizational communication, F. M. Jablin and L. L. Putnam (2001) provided a list of five research areas that they considered as integral to the field of organizational communication, namely: leadership, teams, communication networks, organizational culture, and organizational learning. Today, each of these areas have developed into new fields of scholar study where perhaps communication is but an amalgamating component, a kind of omnipresent and taken-for-granted intangible element.
Towards communication-oriented organizations
At this stage we may reinforce the idea that communication in organizational life can be flexible, natural and informal, and yet it requires thoughtful and strategic planning. Strategic communication is an emerging area of study in the communication and management social sciences. Stephens, 2015) define it as "the purposeful use of communication by an organization to fulfil its mission". J. E. Grunig (2006) , from the public relations domain, describes it as a "bridging activity" between organizations that should be institutionalized. The authors show that strategic communication is operating across traditional research study boundaries, having an impact on the strategic direction of the organization.
E (Cornelissen, 2008; van Riel, 1995) claim that there are some communication activities which can be defined as strategic in as much as they acquaint key stakeholders, both internal and external with the contents of company strategy and important corporate decisions.
Communication can truly offer a strategic contribution to decisional processes by feeding information, which, at a later stage will become relevant contribution to strategic options. These communication activities stimulate management to align strategies and processes with the company social context and thus meet the most relevant expectations of stakeholders.
Information is not merely gathered and fed in, but interpreted and attributed sense and meaning, as part of the process that K. Weick (1995) defined when discussing organisational sense-making. The inclusion of communication in the dominant coalition implies that the process of sense-making may gain a more wholesome outlook. The role of the CCO would then be more of a facilitator rather than a manager of communication, because their role would consist more of creating meaning-laden processes which then lead to the strategic priorities of the organisation (Holtzhausen, 2002).
The CCO is then a professional facilitator, who contributes to the implementation of company's decisions by influencing the ways in which decisions are communicated and carried out. Communication is in itself a process that enables decisional processes, whereby contents are transmitted to interested parties. Then human resources are to be motivated and fully involved, counting on the support of leadership and every specialized department. Aligning the communication of decisions with the opinions and attitudes of the stakeholders requires active and reflective listening in order to understand the expectations of the main stakeholders. It is the responsibility of the CCO to forecast the impact that decisions can have on stakeholders and to contribute to ad hoc decision making. This can be considered the turning point to 'test' the degree of a company's move towards becoming a communication-oriented corporation, since it would differ from traditional companies precisely in the fact that communication takes on a predominant role in guiding both the strategic and the operational decisions of the company.
The role of communication in corporate sustainability processes
For the last decades sustainability has become a buzz-word, a kind of 'must' to be included on the list of successful corporate performance. As B. Signitzer 2008) argue that CSC is the term they use to refer to corporate communications about sustainability issues; however it should not be regarded as a mere additional program to be attached to other areas of public relations; CSC should rather result from the integration of sustainability issues into existing programme areas. Corporate sustainability and sustainability communications can be managed and carried out in several diff erent formats, channels and media, like information campaigns, stakeholder dialogue on sustainability topics, etc. And despite the self-interest that it may imply from the side of the reportedly 'self-promoting' companies, it may still bring about considerable benefi ts for both economic success and a more sustainable future.
From an organizational perspective, the practice of CSC can be considered a communicative function that may be useful for the companies in several ways: improvement of organizational image, enhancement of trust and the positioning of the organization as credible and sustainable. The strategic alignment of these communications 'ad extra' with internal communication on the topic of sustainability can become "a catalyst for environmental learning and change processes within the company" (Sarkis et al., 2000) , and ultimately bring in innovation and competitive advantage. In keeping with this pursuit for strategic integration of organizational communication for sustainability, it may be added that, notwithstanding the widely accepted regard for good relations with clients and customers as the most important stakeholder group, a well-aligned internal CSC would also include the need to increase sensitivity amongst employees towards the idea of future-orientation or to help create more sustainable production processes.
Organizations which seek the title of sustainable should follow some normative principles throughout the CSC process such as two-way communication, congruency between words and deeds, strive for consensus orientation, and should obviously apply the principles of sustainability in the communication process itself both with both internal and external stakeholders. CSC provides a suitable platform for the smooth alignment of internal and external PR, as CSC and PR are closely interrelated.
As 2005) also point out the importance of an organization's legitimation within society and they argue that public relations is primarily a "strategic process of viewing an organization from the outside. Thus communication management from a reflective approach should first and foremost focus on the organization's inclusiveness and preservation of the licence to operate. Then, public relations in general, and CSC as a dimension of it, is not only about "relations with the publics, but it also creates a platform for public debate and, consequently, a public sphere". Truth be said, some organizations may choose to only do greenwashing through the practice of CSC with the short-term aim of improving their reputation, while there may be|and fortunately there are -several other organizations that clearly see sustainability management as a necessary means to guarantee long-term success, hence their firm decision to integrate CSC as a potential catalyst for organizational and social change.
On unrevealing the reasons why organizations 'care' so much for sustainability issues, J. Iramain (2009) points out that PR (and/or corporate affairs communication) seek to work out the mutual adaptation between organizations and their publics and environments; however this adaptation is not sought as an end in itself, but rather a means for organizations to achieve their goals. Truly, organizations do try to tailor their performance to meet the needs of their publics and stakeholders, but this pursuit has clear strategic objectives: paving the way for organizational interests to be met as well. J. Iramain (2009) then rightly links PR activity with the concept of organizational sustainability, explaining that in this context it gets closer to M. Wilson's (2003) previously discussed corporate sustainability. It would embrace environmental development, CSR, relations with all interest groups linked with the organization, and the transparency in providing information to society about how the organization interact with its publics and the environment. In other words, corporate sustainability would consist of a set of interactions with stakeholders that generate mutual adaptation and set up the basis for consensus and common interests. These interaction practices would help to reduce potential conflicts and facilitate the resolution of emerging ones. Consequently, these practices would make it possible for the organization to continue operating in the future, which in other words is precisely sustainability, the quality of being sustainable, endurable, something that can last and keep existing. It can be concluded that by ensuring the organizational future through the generation of favourable conditions in the public eye and the legitimation of corporate performance under the demanding scrutiny of stakeholders, this important function of corporate communication somehow 'shields' the organization making it stronger and sustainable.
Integrated communication management for sustainability: the case in favour of a CCO
During the last ten years there has been abundant discussion amongst scholars and practitioners about the importance of integrated communications; however, the focus is mostly on integrated marketing communications with an 's' , which has more to do with market-oriented communicative actions rather than with the wider concept of a wholesome communication strategy. It is undeniably vital to integrate different techniques and tactics of external communications, such as PR, advertising, lobbying, etc., so as to have a homogeneous and well-designed programme that helps to achieve the set marketing goals. Nevertheless, we would still be moving within the realm of communication ad extra, addressing external publics.
When D. Scheinsohn (2010) coined the term "strategic communications", he made a distinction between the set of communication tactics and the overall communication strategy that these tactics are a part of. The goal of this integrated strategic communication is to design a global strategy that articulates all the tactic communications as a system based on the pillars of consistency and synergy.
Unfortunately, most organizations lack this understanding of the vital need for a really integrated communication strategy included in the general corporate strategy. The significance of the communicative aspect of strategic management is widely accepted and taken seriously in most cases from the part of successful executives. However, few organizations appoint a communication director/ manager or CCO, and even if they do so, very often this person is in charge of either integrated marketing communications, or corporate relations, or PR, etc. , again leaving aside the internal publics. In order to understand D. Scheinsohn's (2010) proposed model, it is essential to distinguish two levels of communication, namely the strategic from the tactic, the latter embracing techniques that fulfil eminently tactical functions of external communications mentioned before. These would be subject to the goals stipulated by strategic communication and serve to attain the objectives of the general corporate strategy.
H. Dinamarca (2011) insists on the crucial fact that there is one single communication in the organization, because the terms external or internal only imply an operative distinction; however, both domains and all their different functions are to be aligned with the specific strategy of the organization.
His model of integral communication for sustainability places sustainability at the very centre, as the backbone or axis to which all communications should converge, and from which they should stem. H. Dinamarca (2011) distinguishes four areas or functions, as it can be seen in Figure 3 . Due to the specific competences and functions required in some areas, they need to operate separately, as is the case of communication to the markets and the relations with the community.
However, the central axis remains the same: strategic management of communication for sustainability. Institutional communication, as shown in the model, is oriented to stakeholders, in order to build and maintain the corporate reputation, which in contemporary terms is tied with sustainability, since reputation is no longer about creating a brand, but rather about sustaining the prestige, the good name forged through time with consistent and coherent performances.
Communication professionals are fully aware (or at least should be) of the fact that, in the long run, it is almost impossible to communicate inconsistencies, sooner or later the truth about the organization and its performance will come to light.
Scholar studies on communication management have already yielded other insights, relating the above-mentioned CSC (corporate sustainability communication) with CSR (corporate social responsibility). Such is the contribution of P. Lattuada (2011), who asserts that Encompasses all marketing communications and its logics
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sustainable communication is CSR communication management, inasmuch as the key role of sustainable communication is the promotion of social change. Such is the stand that the author of this paper takes as well. And as the famous adagio rings, change must begin at home, thus, change should first of all be implemented in in-house communication, which should, in its turn, 'overspill' outwards, in stakeholder dialogue and marketing communication activities, etc. As P. Lattuada (2011) explains, sustainable communication understood as CSR communication adds value to the community by making a special contribution, by increasing the social capital of the organization through the expansive effect of communication towards internal and external publics. Though sustainable communication could be framed within corporate communication management, yet it would differ from other communications, because the role it plays takes a special stage where image, communication management and social capital converge to create added value both for the internal community (organization) and the external one (society). Professional management of CSR communication requires that the communication specialist or the team entrusted with these tasks be adequately internalized with the specific elements concerning this communicative function and area. This would empower the communication manager (CCO or team) to interpret the current panorama and the public stage and, then accordingly, outline the position that the organization takes on that stage, bearing in mind the corporate itinerary of its CSR performance. Then, the CCO or the alike manager would be entitled to set organizational goals together with the CEO or management board, so they walk together along this path towards strategy implementation by generating a suitable communication policy for the overall organizational development. In brief, the CCO can help to align the CSR communication initiatives with the sustainability of the organization by internalization, positioning and goal-setting. When we communicate CSR communication management requires a high level of professionalization that leads to a better integration of this area with the overall communication strategy of the organization, where internal and external communication should be smoothly amalgamated. It is important to highlight that the CSR communication plan, included within other initiatives of external communication, aims at informing, and shaping a corporate image so as to generate a positive impact on publics, who will hopefully perceive the organization as it presents itself. This positive perception may then consolidate mutually beneficial bonds of cooperation between the organization and key stakeholders, as it should naturally be foreseen in the CSR strategy. The professionalized management of CSR communication implies tracking of changes, successes and failures with respect to the set goals. While internal communication tackles other goals, such as informing, motivating and generating a sense of belonging to the organization, these goals should eventually contribute to the full engagement of all organizational members with the corporate strategy. This alignment and full integration will require a consistent effort from the top management and the staff to enact internally what is announced externally; in other words, CSR demands that every corporate member takes on his/her own share of the common responsibility for the organizational community (microsociety) and for society as a whole, each from his/her own field of action.
Following M. Paladino and C. Álvarez Tejeiro (2006), there are relevant issues to be considered: first, the communication of truth, so that the released information on corporate performance matches actual achievements; second, corporate integrity, which emanates from the corporate mission; and third, personal integrity, which implies a real leap: organizations should stop thinking of CSR communication merely as a self-promotion tool, and begin to approach it per se. In simpler terms, when we tell others what we intend to do, it strengthens the sense of duty and makes us more committed to fulfil the promise. Then, once done, it is just right and fair to announce it. This entails a process of commitment-fulfilment-announcement which results in enhanced credibility and trust. CSR reporting thus understood is no longer mere self-promotion, but rather accountability for one's duties to the community, beginning 'at home' , i.e. first internal stakeholders and then the rest.
Integrated communication is not just the latest fashion, it is emerging as a real need and a smart solution, which obviously requires communications specialists with very high level of professionalism. However, taking on new or better trained staff is not enough. Integration also implies improved management of accountability and decision-making processes. Thus another condition for integrated communication would be the willingness to implement certain structural changes that would underlie a strategy oriented to integrated communication, as shown in the diagram below:
At this point, we may sum up by stating that it is of vital importance for the successful functioning of any organization to build and maintain a good corporate image in the eyes of the different corporate actors, from states and citizens to distributors and suppliers, from employees to neighbours. The pursuit for sustainability is a condition 'sine qua non' for good image, hence the importance of not only appearing as good' , but of also being good, doing tangible good, and communicating it timely and professionally.
As R. White (2007) says, the (public) communicator is essentially an interconnector between those who wish to make something public or widely known and those who are searching for information in the public sphere. The special capacity of the communication professional is precisely to discover who wants to tell what and to whom, and to help them articulate it properly and timely. It may be difficult to grasp what the source of information seeks to reveal, but it is even harder to design the message in such a way that it suits and impacts the desired target audience, which may be a misinformed, an unprepared or reluctant, even indifferent public. The figure below is an attempt to summarize the main processes that help to seek this required integration for successful and sustainable communication:
A CCO has to function like a sensitive and sensible interconnector who can perceive the needs of the community where his/her organization performs and figure out where is the added value that makes his/her organization different from the rest, thus creating after all, a niche for competitive advantage. The key therefore lies in this interconnection: connecting the selected key parts and doing it with the most suitable means and ways, so that this network serves as the solid basis for integrated communication management with measurable results for the organization and the community. The CCO must have the ability to make analysis, diagnosis and strategic identification of the parts that need interconnecting, so that communication synergize and integrates within the internal and external communication programmes, eventually permeating the whole corporate culture. Only then will communication promote social change from within towards society.
The profile of a 21 st century CCO (or communication specialist) is clear: he/she must be an all-terrain bridge builder, an exquisite interconnector, able to cultivate what J. Habermas (1990) considered the highest level of moral maturity: the ability to take the perspective of others.
Empirical study
Qualitative methods have been chosen to find out the extent to which organizational (for some authors, corporate) sustainability, very often understood as CSR initiatives, has gained place in the corporate communications agenda and to illustrate the level of integration in the communication strategies. The author selected some institutions and companies that operate in Lithuania and conduced semistructured interviews with CEO, HR and Communications managers, depending on who was in charge of communication policies, their design and implementation. Interviews were recorded, some respondents wished their identity and the company they work for not to be disclosed, while others did not mind revealing this information. For the sake of homogeneity, the data obtained is presented without giving out organizations or personal names, With respect to the degree of integration of communication in their organizations, the interviewed people's responses ranged from highly and strategically integrated to poor or no integration at all. Only one of the analysed companies (organization 1= O1, represented by respondent 1= R1) fully displays in practice the theoretical models presented in this research paper, so the author has decided to illustrate to present the empirical aspect based on this successful organization. As the scope of this article is ruled by a limited number of pages, the data obtained from the rest of the interviews will not be included here.
Regarding the integration of corporate strategy and communication, the responses obtained allow us to state that that the whole company in all its branches all over the world works in globally integrated system that goes from organizational life-long learning to creating tangible and O1 is a good example of integrated strategic communication and its sustainable growth can be to a great extent the result of this approach to aligned policies, applied all over the world and for more than 100 years. Through integrated strategic communication, they are successfully adapting to the demands of social, economic and environmental challenges, implementing the necessary changes, at the same time keeping intact the core corporate values. In brief, O1 is on the right path to organizational sustainability through the implementation of integrated communication strategy.
Conclusions
1. Full alignment of corporate communication may partly be subjected to the size of the organization, the market share they have, the pace of its growth, the particular sector where they operate and other structural aspects. However, even small enterprises could manage their communication in an integrated way from the very beginning, thus ensuring a sustainable growth based on integrated strategic communication. 2. Communication managers are expected to be professional facilitators, directly accountable to their CEO, so that they can really contribute to the implementation of company decisions by professionally influencing the ways in which these decisions are communicated and carried out. For this, they should count on the support of executive leadership and every specialized department. 3. Alignment of strategic stakeholder communication requires active and reflective listening in order to understand all stakeholders' expectations and the CCO plays a key role to forecast the impact of ad hoc executive decision making regarding stakeholder dialogue. 4. Professionalized management of integrated strategic communication implies tracking changes, successes and failures with respect to the set goals and making timely decisions to implement structural changes, steer the organization through crisis and communicate truth consistently and responsibly. 5. Integrated external and internal PR, CSR and CSC practices would make it possible for the organization to continue operating in the future, which in other words is precisely what sustainability is about: the quality of being sustainable, endurable, something that can last. 6. By ensuring organizational future through the generation of favourable conditions in the public eye and the legitimation of corporate performance under the judgement of all stakeholders, integrated strategic communication can 'shield' the organization making it stronger and sustainable. 7. The competitive advantage of organizational sustainability may lie precisely on the ability to grant communication the place it deserves, as nowadays organizations are, more than ever before, under demanding scrutiny for every word or deed. 8. Improvising in corporate communications may be too risky when survival is at stake. Thus, integrated, sound and responsible organizational communication should become a strategic concern of sustainability-aware leaders, who are also ready to make pertaining changes in their corporate structure to allocate the strategic position of integrated communication managers.
Organizacijas sudaro žmonės, o komunikacija yra
